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Abstract: This Study focuses on the factors influencing buyers’ intentions indulged in S-commerce in
Pakistan. We empirically analyzed factors influencing buyer’s intentions on social media focusing Facebook
in developing countries like Pakistan. Using the basic components of TPB (Theory of Planned Behavior), we
integrated No. of Likes and Comments and Suggested Posts of Facebook in basic antecedents of social norms
i.e. Friends and Family as the main factors in influencing buying intentions of Facebook buyers. We also
integrated Smartphones usage as an important influencing factor. With the help of econometric computer
software IBM SPSS, we statistically analyzed the data collected through surveys. The results of this study
show that two factors leave a great impact on buying intentions i.e. Family and Use of Smartphones. Other
findings of this study underlines that Facebook is preferred for the shopping purpose as compared to
websites. Majority of Buyers like to make purchases at least once a month. Females are actively involved in
S-commerce in Pakistan as compared to Males. Witnessing statistical results, we conclude that using social
media especially Facebook is a beneficial way for SMEs to develop as the buyers are actively involved.
Revealing the answers to the core questions an SME usually encounter before entering market available on
social media, this study is equally important for the business communities of Pakistan as well as China.
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1. Introduction

At present, shifting traditional business to E-commerce is an emerging trend in developing countries. [1]
indicates that e-commerce has been acknowledged by the developing countries to be significant for the
economic growth. The progression of internet has made the e-commerce to develop faster. The countries
where internet penetration rate is low are also on the go of adopting E-commerce for developing business.
Although e-commerce have many benefits for the organizations in the developing countries but the small
and medium enterprises deals with many hurdles in adopting e-commerce when compared to the larger
organizations. Researchers emphasize that the common barriers for SMEs in the developing countries to
adopt e-commerce include internal factors [2] such as awareness, lack of expertise and cost, as well as
external factors such as IT infrastructure and Government [3]. Similarly various internal and external
barriers of e-commerce adoption are faced by the SMEs in Pakistan. On the contrary these barriers are
successfully being roofed by the creation of S-Commerce (Social Commerce). The trend of social commerce
in Pakistan is establishing due to two main reasons;

1) Rapid diffusion of PDAs specially Smartphones.

2) Availability of free-of-cost Social Media platform through Internet.org i.e. Facebook.
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Literature indicates that limited diffusion of technologies such as computers, hurdles the adoption of
E-commerce by the SMEs [4]. But recently the rapid diffusion of sophisticated form of mini-computer i.e.
smartphones is successfully overcoming this hurdle. 80% of the total population in Pakistan owns a mobile
phone. According to PTA (Pakistan Telecommunications Authority) 50% of mobile phone users own a
smartphone and 40% still deals with the featured phone. Additionally recent launch of Internet.org has
allowed millions of Pakistanis to access famous SNS (Social Networking Site) i.e. Facebook (FB) free of any
costs. After the successful launch of Internet.org in Pakistan users of Facebook have dramatically increased.
Having nearly 3 billion of users currently (Internetworldstat.com), Facebook has become the most popular
site that has been used in Pakistan so far. Countless entrepreneurs have started their small household
businesses through creating pages on Facebook. SMEs (Small and Medium Enterprises) possess a valuable
consideration in the economic growth. [5] believes that the countries which plan to become more active in
growing their economy must emphasize the importance of SMEs. Share of SMEs in GDP of the developed as
well as developing countries is moderately substantial. According to SMEDA Pakistan (Small and Medium
Enterprise Development Authority), at this time the share of SMEs in the national GDP is significant
comprising of approximately 40% in the total GDP of the country. Due to the entire economic crisis Pakistan
is currently facing, every sector has been negatively affected including SMEs. Therefore SMEs in Pakistan
are seriously striving hard to seek sustainable ways to develop their business growth. In this situation, use
of social media to get indulged in S-commerce is highly beneficial for the SMEs in Pakistan to develop their
business. But before getting indulge in S-Commerce, SMEs encounter many questions such as:

1) Isthere enough market available on the social media?

2) What kind of market is readily available to become the potential buyers?

3) Are these potential buyers temporarily available?

Our study intends to answer all the above questions through a survey-based study, in order to provide a
piece of valuable information to the SMEs of Pakistan. Due to the rise of social media adoption, past studies
have highlighted various important phenomenon considered by businesses approaching social media as a
powerful business tool. Such as [6] has proposed a model for businesses to follow in order to build positive
brand image through using social media. We attempt to analyze the factors behind buying intention of
buyers in Pakistan using social media particularly Facebook for shopping. The purpose of this research is to
explore and analyze the factors affecting the buying intentions of customers in Pakistan while getting
engaged in S-commerce. Therefore, the objectives of this study are threefold:

1) Identifying an apparent biography of the customers involved in S-commerce in Pakistan.

2) Assessing the factors behind the buying intentions of social media users indulged in S-Commerce.

3) To highlight the importance of S-commerce as a sustainable platform for the growth of SMEs.

Facebook, being the famous SNS in Pakistan has gained much attention by marketers, sellers and buyers
recently. People not only use Facebook as a medium of Connectivity, Entertainment or staying Social but use
it for shopping purpose as well. Apart from the famous large enterprises, small medium enterprises have
also drawn their attention in creating Facebook Pages as an S-Commerce tool for their business growth.
More people are reachable and targeted through Facebook via audience insights. Although there are many
other supportive tools on Facebook to grow the business but a business is a failure if there is no market. The
intention of buyers is an important tool to predict the future purchases. Buyers are the main players in any
market. If there are no buyers, there is no market. The previous researchers have focused on the buying
intentions and behaviors of customers involved in E-commerce in Pakistan. The factors influencing buyers’
intentions and behaviors in S-commerce have not gained much attention so far. Therefore using TPB
(Theory of Planned Behavior), this study highlights the factors that have robust influence on buying
intentions of customers involved in S-commerce. [7] has described TPB as an advantageous framework that
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is conceptualized to deal with the intention of human social behavior in context with attitudes, subjective
norms and perceived control. This study attempts to re-conceptualize the original concept of TPB in order
to analyze the buying intentions of the users of Facebook in Pakistan. Over the decades, TPB has been
widely used by the researchers as a valid tool for assessing the purchase/buying intentions as well as the
buying behaviors.

In the past studies, researchers have re-conceptualized or extended this theory according to the
requirement of their research purpose. For Example [8] extended the TPB in order to describe and forecast
the E-commerce adoption. [9] presented TPB with two additional variables i.e. perceived consequences
and perceived innovativeness in order to test the effect of consumer intentions in internet buying behavior.
Some researchers have combined the idea of TPB with some other variables. Such as, [10] has used TPB in
addition with E-WOM (Electronic Word of Mouth), network embeddedness and website quality control to
explore antecedents of intention that lead involvement in online-group buying. In this study, we adopt only
one component from the original theory of planned behaviors i.e. Social Norms including influence of
Family, Friends, No. of “Likes and Comments” (i.e. E-WOM) and Suggested posts (E-Advertisement).
Previous studies have not paid much attention to the impact of technology diffusion in the buying intentions
or behaviors, therefore to fill this gap in the literature one of the important variables added in the proposed
research model is Smartphone Usage. Smartphone diffusion is astoundingly rapid not only in Pakistan but
in the rest of world as well. Therefore we believe that similarly like all the other factors, Smartphone
adoption is also an important component that should be studied as a core influencing factor behind the
buying intentions in social media usage for shopping.

2. Literature Review

Ref. [11] discusses the use of social media carried out by the SMEs in the developing countries for the
sake of their business development. In the developing countries many of the SMEs are using social media
for their business success. Facebook has been widely studied as an important tool for small businesses
through the both sellers as well as the buyers’ perspective. Ref. [12] indicates that SMEs use the famous SNS
Facebook to market their products and reach out their targeted customers. Ref. [13] articulate that the
SMEs which are using Facebook as a business tool have experienced a better competitive advantage. Many
books are also being published recently, in order to provide some guidelines to fabricate the businesses by
using Facebook and other social medias. Such as [14] has wrote down The ultimate guide to use Facebook
to do free or cheap marketing effectively and make tons of money with your business. Ref. [15] presented
his ideas about leveraging Facebook’s features for marketing campaigns. Ref. [16] has highlighted the
usefulness of social medias, online videos, mobile applications, blogs, news release and viral marketing to
reach out customers directly.

Ref. [17] performed a survey-based research to analyze the impact of a recently launched app by
Facebook named as “ThingBook”, showing that the impact of social opinions (specially from friends)
matters a lot in buyers’ decision making process. Ref. [18] has used Grey Incidence Analysis to show the
positive impact of promotion campaigns on the buyers’ decision making. Ref. [19] has introduced a model
that highlights the factors (PR-Perceived Risk, TR-Trust, SN-Subjective Norm, POSE-Past Online Shopping
Experience) affecting buyers purchase intentions in S-commerce (Facebook). Ref. [20] also believes that
trust and risk factors are the main factors in E-commerce especially in S-commerce. Using SP (Social
presence) theory [21] assess that the buying intentions of customers are affected by the nature of social
aspects in trust beliefs. E-commerce is not new in Pakistan. It has been adopted and studied since couple of
years. In Pakistan, studies regarding E-commerce have continually being carried out since a decade. Ref. [22]
in their study have shown that the trust factor is the main factor in E-commerce that hold backs customers
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to continue shopping online. Ref. [23] proposed 6 important factors (PU-Perceived Usefulness,
PR-Perceived Risk, PE-Perceived Enjoyment, PEOU-Perceived Ease of Use, DT-Distrust and LF-Legal
Framework) that possess a great influence on the online buying intentions of Pakistani buyers. In another
study [24] articulates that women in Pakistan are more obsessed with online shopping as compared to the
men, as they find it entertaining and secure to make purchases online. Ref. [25] concluded in their study
that two factors i.e. trust and convenience has a stronger impact on the online buying behavior as compared
to other factors i.e. time, product variety and privacy. Ref. [26] discovers that the online buying behavior is
affected by E-WOM and brand image.

3. Theoretical Model and Hypothesis Development

Taking the literature review in account, the components of the theoretical model are studied in-depth to
ensure their validity of inclusion in this study. All the components of the model are extracted from the
previous studies that are already been acknowledged and considered as meaningful variables in the
literature that influence the buying behaviors and intentions.

Family

H2
Likes & Friends
-

Comments HI — Buying < H3

Intentions of
Facebook Users

7 ™

H5 H4

Smartphone Suggested
Usage Posts

Fig 1. Theoretical model.

3.1. Subjective Norms

Facebook “LIKES” is a considerable factor to be studied by many researchers that drive the buying urge/
behavior [27]. Facebook “LIKES and COMMENTS” are one of the powerful Users’ generated content. Ref. [28]
emphasize that user generated content has as economic value. The “LIKE” button in the past was reflected
to be of less significance for the news websites and thus “RECOMEND” button was preferred [29]. The
continual up gradation of Facebook is undoubtedly opening up more ways for the online traders to explore
the user generated feedback of their targeted customers. The users’ consumer experience becomes more
enjoyable and effective by the feasibility of executing media features [30]. Recently updated version of “LIKE”
button by Facebook has given a more feasible and varied way of expression to the users. Users can express
their feelings by choosing a specified expression through the “LIKE” button. This “LIKE” button includes 4
extended expressions i.e. Love, Haha (happiness, funny), Wow (amazed, astonished etc.), Sad and Angry.
Apart from “Likes”, “Comments” from the experienced buyers have a significant impact on buyers’
intentions who intend to make a purchase on an SNS.

“Comment” feature in Facebook is more expressing. The liking and replying the comment is even much
expressive. Ref. [31] has concluded that the Facebook user’s buying behavior is affected by two factorsi.e. 1-
Positive Likes and 2- Positive comments. Taking the literature review in consideration, this study added the
“Likes” and “Comments” as an important component in TPB to analyses the buying intention of customers
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on Facebook in Pakistan.
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As the main consideration of this study is a social platform i.e. Facebook, thus we adopt the “Subjective
Norms” from TPB as a main component of our research model. The component “Subjective Norms” has
been referred as the social influence in both theories TRA proposed by [32] as well as TPB proposed by [33].
Sociality affects the buying behavior to a much greater extent. This idea has been applied and proven by
many researchers in the past. [34] have revealed in their study that compulsive buying behavior is
influenced by social motivation (i.e. offer distinctiveness and number of sold out coupons). [35] refers the
Social influence as the main factor that influences the purchase intention. In the research model developed
in this study; the authors have included three antecedents that collectively support the component of
“Social Norms”.  First antecedent is the impact of family i.e. Parents, Siblings, Spouse, Kids etc. [31]. The
second antecedent of the “Subjective Norms” is the friends on Facebook as they are an important source of
information thus they have the potential to affect the buying decisions of users of various SNS. Influence of
social motivation is also studied while assessing the behavior of buyers in Pakistan. [36] has named social
motivation factors as collectivism in his study. The study shows that collectivism has a stronger relationship
with impulsive buying behavior as compared to the other variable i.e. individualism. The third antecedent is
“Suggested Posts” that has been replaced with media in the “Subjective Norms”. Suggested post in Facebook
is a special advertising tool that allows marketers to reach their target market more easily. It acts like the
traditional advertisement on the traditional media, which appears time to time on user’'s news feed.
Advertisement has a positive impact on the buying behavior [37]. All three antecedents of Subjective norms
are linked directly to the Buying Intentions in this study and regarded as main components of TPB. The
authors believe that each of the three components has a considerable influence exclusively.

H2: Family has a positive impact on Buying Intentions of FB users.

H3: Friends have a positive impact on Buying Intentions of FB users.

(U 030CCAOAA 010000 EAOA A DTOEOEOA E TDARD TT "*OUETC )TOATOETTO TF &' O0AQ0S
3.2. Smartphones

The last construct of the proposed re-conceptualized model of this study is the Smartphones adoption.
Internet supported advanced technologies such as PDAs (Personal Digital Assistants) are shifting the
traditional way of buying towards the digital way of buying. Use of PDAs specifically Smartphones has been
indulged in our daily life activities especially while trading. The adoption of innovative trending technology
has made the buyers much smarter overall the world. One of the most affordable and easy-to-use PDA is
Smartphone. There have been a number of studies in the past that have used smartphones as a key
influencing variable in order to analyze the buying behaviors. While buying a product in stores, Turkish
buyers use their smartphones to search information, read online reviews, check availability in nearest
stores, compare prices and consult sales representative or personal contacts. During the search process the
customers often buy from online stores as well [38]. Smartphones are unique in online commerce, which
allows consumers to get engaged in real-time price comparisons regardless of geographical distances [39].
Convenience factor is too high in online purchasing that the number of in-store purchases is reducing day
by day. Customers have started avoiding the exhausting nature of traditional shopping and have diverted
their attention to online buying. Therefore the owners of physical stores are making their best to connect
their in-store shopping with technology relating with mobile phones [40].

The use of smartphones in online shopping is growing extensively than any other mode of online buying.
Ref. [41] mentions that Smartphone Usage allows users to access all the relevant information available on
the social media. The increased use of smartphones is due to the fact that the smartphones are used as mini
PCs (Personal Computers). With each new model of smartphone, a new exciting perk is delivered to the end
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user, which substitutes the features of PCs. Smartphone is the precious gadget of users that sticks to them
24/7. Making purchases online using the all-time digital companion is easy to manage as the smartphone is
operated continuously throughout the routine life. Due to this fact the duration between the orders made
online using mobile devices is less as compared to the duration between the orders made online through
PCs [42].
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Fig 2. Pre-test statistics.

Table 1. Pre-test Questions

Questions Description

1 Do you use FB (Facebook) through Smartphone?
2 Did you made an FB account after becoming a smartphone user?
3 Would you prefer using FB through Smartphone in future?

Table 2. Demographics

Category Percentage
Age

Under 18 4
18-20 10
21-23 9
24-26 38
27-30 27
Above 30 12
Gender

Male 21
Female 79
Education

Under Graduate 14
Bachelors 48
Masters 36
M.phill 1
Ph.D 1
Location

Balochistan 8
Khyber Pakhtunkhuwa 11
Punjab 49
Sindh 32
Facebook Buyers

Buyers 95
Non Buyers 5
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Facebook in Pakistan has been accessed through Smartphones largely. Apart from the literature a
pre-experiment survey was performed to recognize if smartphone is a valid component to measure the
buying intentions of Pakistani Facebook users. The survey was simply designed based on three questions
and was sent to the Facebook users randomly through Facebook Messenger.

The statistics for the responses is shown in Fig. 2.

The results of pre-test survey have shown that there is consistent relationship among smartphones and
FB usage. Out of 150 respondents 131 (87.3 %) FB users access their FB account through smartphone. 97
(64.6%) of the respondents made an FB account after they adopted a smartphone. 143 (95.3%)
respondents admit that they will pursue using FB only through a smartphone due to its convenience.

Beholding the results, it is quite obvious that smartphone compliments FB, thus we consider it as a strong
influencing factor in our theoretical model.

H5: Smartphone usage has a positive impact on the Buying Intentions of FB users.

4. Research Methodology

This study is survey-based. Facebook was chosen to select the sample because of various reasons. Firstly,
it is the most famous SNS currently being used in Pakistan. Secondly, FB provides a healthy platform for
shopping. And most importantly, due to the launch of Internet.org FB in Pakistan is preferably used and
therefore an increase in the sales has been witnessed by e-traders.

4.1. Selection of Sample and Data Collection

The data was collected through a questionnaire that was sent to 450 Facebook users across Pakistan. The
authors kept a keen eye on the famous Facebook pages relating with selling of products. After observing for
3 months, the authors selected 450 active buyers who were spotted to be the regular respondents to the
posts of the observed pages. The questionnaire was sent to the subjects through Facebook Messenger. From
the targeted sample size 389 subjects responded. After cutting off the number of incomplete responses
from the gathered questionnaires, we finally get a sample size of 320 complete questionnaires. Table 2
shows the demographics of the sample size comprising of 320 respondents.

The data for our study was extracted from questionnaire comprising of two sections. The questions in the
first part were designed to extract some details of the buyers so that the questions drawn in this study could
be well-answered. The additional information is illustrated in Figures below.

Fig. 3 shows the purchasing frequency of the buyers on Facebook. 9% of the total respondents shop on
Facebook at least once a week. 19% of the respondents shop on Facebook at least twice a week. 54% buyers
shop at least once a month whereas remaining 20% buyers shop twice a month regularly. Most of the
studied subjects routinely buy products from Facebook page at least once in a month. Figure 4 shows the
statistics of devices preferably used by buyers while shopping on Facebook pages. The results indicate that
Smartphones are the most widely used devices having 93% of the respondents using only smartphones for
shopping in S-commerce. 27% buyers use smartphones as well as laptops. 19% of the buyers switch to 3
devices while buying i.e. tablet or smartphone or laptop. Only 2% used a desktop.

4.1. Validity of Constructs

The second section of the questionnaire enclosed 34 items collectively. All the statements in this section
were related with the components of the research model. Five points Likert Scale was used to allow the
subject to respond about the statements, which was ranging from 1 to 5, where 1 represented “Strongly
Disagree” and 5 represented “Strongly Agree”.

The validity/ reliability of all the 34 items were assessed through calculating the most popular reliability
statistics i.e. Cronbach’s Alpha, which is used to assess dichotomous or multi-point formatted question [43].
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Researchers emphasize that while using Likert scale it is important to calculate internal consistency
through Cronbach’s Alpha [44].

Purchase Frequency

m Once a Week
Twice a Week
® Once a Month

= Twice a Month

Fig. 3. Purchasing frequency.

Devices used in S-commerce

m Smartphones
Laptop

m Tablet

m Desktop

Fig. 4. Devices used by buyers.

Table 4. Reliability of the Constructs
Variables Indicators #OT TAAAEO 1IDEA
Likes & Comments L&C1 909
L&C2
L&C3
L&C4
L&C5
L&C6
Family Faml 784
Fam2
Fam3
Friends Fril 921
Fri2
Fri3
Suggested Posts SP1 846
SP2
SP3
SP4
SP5
Smartphones Usage Su1 981
SU2
SuU3
Su4
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Table 3 displays the Cronbach’s alpha of each construct that is higher than 70%, showing the reliability of
inclusion of all the constructs in this study.

4.2. Data Analysis

The authors choose step-wise linear regression to analyze the variables that influence the purchase
intentions of FB users. Regression has been widely used by the researchers in analyzing purchase
intentions/ behaviors through TPB [45].

Step-wise linear regression is preferred for this study because of the following reasons:

f It is a method of regressing multiple variables while simultaneously excluding those that are not
important.
f Removing the weakest variables the stepwise linear regression explains the distribution best.

The variables chosen in this study are diverged from each other, for that reason we believe that step-wise
linear regression is an authentic method to analyze the significant variables. We used IBM SPSS software to
perform our statistical test. The collected data was based on Likert scale, thus it was more feasible to use
SPSS than any other software to analyze our data. Other methods did not proved to be significant in
analyzing our model.

5. Results

Table 4.1 shows the descriptive statistics. 291 responses were selected out of 320 subjects. The reason
behind cutting off the responses was to refine the results based on the respondents who buy from FB
through Smartphones exclusively.

Table 4.2 displays the significant variables that influence the buying intentions of FB users the most.
These two variables are Family and No. of smartphone users. Family being the most influential variable
stands at the first rank, whereas as No. of Smartphones users ranks second. Other 3 variables were excluded
i.e. No. of Likes and Comments, Friends and Suggested posts.

In Table 4.3 we can see the beta coefficients value for both models. Considering the result we construct
the equation for Buying Intentions of FB users in Pakistan as:

60WEN 1£0QENEET €000 OiQiT
OL€itnegd OVadlin OVLIEN YAOIoNQEEQT oL
OOWNEN 1£0QEEET fpou  fpom  $TpO

The prediction equation shows that 1 unit change in Family brought .630 units change in Buying
Intention. Similarly 1 unit change in No. of Smartphones users brought .413 units change in Buying
Intention. Consistent with the significance of the results two hypothesis of this study were supported
consequently, the other three were rejected. Table 4.4 shows the hypothesis grades of all the variables
tested in this study.

Table 4.1. Descriptive Statistics

Descriptive Statistics
fean Std. Deviation I

Buying Intentions on FB 2.8832 85506 291
Mo, Of Likes and 4.1478 1.00455 29
Comments

Mo.of Smartphones users 4.1443 95039 29
Family 2.0722 1.24497 291
Friends 4.3505 BE353 291
Suggested Posts 41787 81817 291

The Excluded variables and their statistics are shown in Table 4.5. The No. of Likes and Comments has a
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significant impact on the Buying Intentions in the first model whereas in the second model it turns
insignificant. Considering the drastic move in the significance we assume that No. of Likes and Comments
somehow has a positive impact on the Buying Intentions of FB users or it is neutrally significant. Thus we
predict this variable as Neutral in this study. Suggested posts have no big difference in both models. This
shows that this variable has no influence on the buying intentions of FB users. Friends also have a high p
value that makes it insignificant.

Table 4.2. Variables Entered/Removed

Variables Entered/Removed®

Variahles Yvariahles
Model Enterad Removed Method

1 Family . Stepwise
(Criteria;
FProbability-of-
F-to-enter == .

asn,
FProbability-of-
F-to-remave
==.100).

2 Mo.of . Stepwise
Smartphones (Criteria:
USers FProbability-of-
F-to-enter == .

Probabilit-of
F-to-remove
== _100).

a. Dependent Variahle: Buying Intentions on FB

Table 4.3. Coefficients

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
model B Std. Error Beta t Sig.

1 (Canstant) 2194 085 25687 .ooo
Farmily .33z 035 484 9.406 .ooo
2 (Canstant) -.135 TBY - 176 860
Family B30 103 917 50492 .ooo
Mo.of Smartphones users 413 135 460 3.054 ooz

a. Dependentvariable: Buying Intentions on FB

Table 4.4 Hypothesis

Model Hypothesis
No. of Likes and comments H1 Neutral
Family H2 Supported
Friends H3 Rejected
Suggested posts H4 Rejected
No. of Smartphone users H5 Supported

Table 4.5 Excluded Variables

Excluded Variables®

Callinearity
Statistics
Fartial
Model Beta In t Sio. Correlation Tolerance
1 Mo, Of Likes and 32849 2.368 014 138 136
Comments
Mo.of Smartphones users AE09 3.054 ooz ATFT 114
Friends 1052 B2 A46 045 1328
Suggested Posts -.0292 -.388 Bag -.0z23 4490
2 Mo, Of Likes and REFS 790 430 047 .09z
Comments
Friends .ooakb 026 .ar7a .anz 130
Suggested Posts -.031kb -.428 BEQ -.0z25 4490

a. Predictors in the Maodel: {Canstant), Family
b. Predictors in the Model: {Constanty, Family, No.of Smadphones users
c. Dependentvariable: Buying Intentions on FB
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6. Discussions, Implications and Limitations

This study investigated the factors that affect the buying intentions of Pakistani buyers indulged in
S-commerce through accessing famous SNS Facebook. The purpose of this study was to answer the main
guestions that an SME may encounter before entering the market available on the social media. S-commerce
is a favorable platform for SMEs to grow. In Pakistan due to scarce resources, the options for developing
businesses are limited. Economic crisis like poverty and inflation along with other major issues such as
electricity shortfalls hinders new as well as existing SMEs to develop. In this situation, availability of cost
effective platforms such as social networking sites are an easy way out for the businesses to grow
consistently. Cheaper prices of electronic gadgets have provided customers an affordable, time saving and
faster mode of shopping online. Although, Pakistan is still facing a poor internet infrastructure of broadband
and of third and fourth generation internet but free access to Facebook provided by internet.org has
facilitated the availability to buyers as well as sellers to indulge in S-commerce. Thus it is important to study
the scope of S-commerce activities on Facebook in Pakistan. The SMEs can make an effective use of this
emerging trend of S-commerce. Online shopping has been abundantly acknowledged by sellers, buyers and
researchers in Pakistan. Consequently, this study elaborates the buyers’ perspective focusing on which
factors influence their intentions to buy products available on SNS. Identifying the buyers’ interests is a
beneficial tool for SMEs to assess their pursuance in S-commerce. The two significant factors that have been
discovered in this study are ever increasing. Smartphone adoption is still at its growing stage in Pakistan,
and has a considerable potential to grow faster. The influence of family is also long lasting as Pakistan is a
country that cares about the relations. Pakistan is a country that values its ethics and morals. Family has
stayed an important factor in Pakistan that possesses a great influence in almost all the decisions. Similarly
our study has shown that Family is impactful in manipulating the buying intentions of customers in
S-commerce as well. Among all the variables, impact of smartphone usage is most considerable influencing
factor in buying intentions not only for the buyers available on the social media in Pakistan but in the rest of
the world as well. With each passing day smartphones are getting linked with every economic activity
worldwide and therefore significantly compliments online buying. For Example, it acts as a mode of
payment that is most important for E-commerce/S-commerce, searching information, accessing social
media instantly etc. The SMEs have numerous chances to operate their business by making most out of this
emerging trend of S-commerce. Through S-commerce SMEs can be developed that will ultimately contribute
to the country’s economy as a whole. Additionally the benefits of this study are not only useful for the SMEs
in Pakistan but in China as well. The project of CPEC (China Pakistan Economic Corridor) has embraced a
new market for Chinese business tycoons. The findings of this study therefore provide valuable information
about the intentions of Pakistani buyers’ on social media to the Chinese business community as well.

The limitations of this study cannot be ignored. Firstly, the sample size is considerably small. Secondly the
constructed model can be modified by adding more variables that affect the buying intentions in
S-commerce. Thirdly, this study is focused only on one SNS i.e. Facebook whereas there is a huge
opportunity for other researchers to overcome this limitation and consider other famous SNS as well.

7. Conclusion

Internet growth has facilitated the scope of E-commerce and S-commerce in developing countries. In
Pakistan, the extensive use of SNS especially Facebook has triggered start-ups of a considerable number of
private businesses through creating pages on FB. Similarly, several SMEs are also operating via FB. This
study attempts to provide a brief scenario of the factors that influence the buying intentions and the
biography of the customers available on FB in Pakistan. Along with traditional Social factors i.e. Family and
Friends, we integrated two additional social factors that take place on the social media which are “no. of
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Likes and Comments” (E-WOM) and “Suggested posts” (alternate of traditional media or advertisement).
The other core influencing factor studied in this study was “Smartphone usage”. Using the step-wise linear
regression through a computer software IBM SPSS this study shows that two factors that are No. of
smartphones and Family has a positive impact on the buying intentions of Facebook users in Pakistan. The
non-impactful variables included No. of Likes and Comments, Friends and Suggested posts. According to the
statistical results of this analysis, the authors conclude that the buying intentions are closely inter-linked
with No. of Smartphone users and impact of the Family. Both influencing variables are long lasting and
growing thus, the authors forecast that the scope of S-commerce in Pakistan have extensive potential to
grow. Therefore, SMEs in Pakistan should pay a serious attention to grow their business through the famous
social networking platform i.e. Facebook. The study also shows that females are more actively involved in
S-commerce as compared to Male buyers. Most of the observed subjects prefer to buy products from FB
rather than any website. There are very less users who avoid making any purchase through Facebook. Other
findings of this study are listed as follows:

 The people residing in Punjab and Sindh are more likely to buy from FB pages.
Only 5% of the sample size did not made any purchase from FB.
The regular buyers usually make purchases at least once a month.
93% of the sample size uses their Smartphone while making a purchase from FB.
81% of the respondents believe that Smartphone is the easiest mode amongst other alternative PDAs to
be used in S-commerce.

l
l
l
l
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